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KaHOMAAT EKOHOMIYHMX HayK, AOLEHT,

AOLEHT Kadheapy MEHEIKMEHTY Ta ONOAATKYBaHHS,
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More and more companies are turning their attention to business socialization. Literary sources were analyzed in
the article and it was determined that all theoretical approaches to the formation of a corporate social responsibility
strategy can be combined into the following concepts: instrumental concept, political concept, integrative concept, ethi-
cal concept. In the context of the economic crisis, it is necessary to focus on combining the instrumental approach with
the integrative one. It should be achieved by introducing corporate social responsibility into the activities of enterprises
in a such way as to ensure improving the image of the enterprise, which will lead to an increase in financial and other
performance indicators, and the opportunity of socially significant actions, contribute to the development of society
while integrating the principles of corporate social responsibility into all areas of the enterprise activity.
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Bce 60s1bwe komnaHuli obpawjarom cBoe BHUMaHUE Ha coyuanu3ayuro busHeca. B cmambe nposedeH aHa/lu3
JiumepamypHbIX UCMOYHUKOB U ornpede/sieHo, Ymo 8ce meopemudeckue Mooxoobl K ¢hopMUpOBaHU0 cmpameauu
KopriopamugHoli coyuasibHol omeemcmseHHOU MOXHO 06beOUHUMb B C/Iedyroujue KOHUENUUU: UHCMPYMEHMa Tb-
Hasl KOHYenyusi, Mo/iumuYyeckasl KoOHyenyusi, uHmezpamusHasi KOHYenyusi, amuyeckasi KOHyenyusl. B yci108usix 3Ko-
HOMUYECKO20 Kpu3uca He0bX00UMO COCPedomoYUmMbCsi Ha codemaHuu UHCMpPyMeHmasibHO20 rnodxoda ¢ UHmeazpa-
MUBHbLIM, YMO O0/DKHO BbIMb doCMU2HYmMO 3a cuem BHEOPEHUST KOpriopamusHoU coyuasabHol omsemcmsaeHHocmu
8 desime/ibHoCMb fpednpusimull makum 06pasoM, Ymobbl 0becriedums 0OHOBPEMEHHO U Y/yHWeEHUsT UMUOXa npeo-
Apusimusi, Ymo fpusedem K rnosbileHUIo huHaHCOBbIX U Opy2ux nokasamesel pe3y/ibmamusHoCmu 0esime/ibHOCMU,
U BO3MOXHOCMb COYUa/IbHO 3Ha4UMbIX delicmasuli, crnocobcmaosame passumuio obujecmsa 8 UesioM npu uHmezpa-
yuu npuHYUNos KkoprnopamusHoli coyuaibHol 0mBemcmseHHOCMU BO BCe cchepbi dessmesibHoCmU PeonpuUsIMUs.

Kntouesble ciosa: koprnopamusHasi coyuasibHasi 0mgememseHHOCMb, KOMAaHus1, ycmoliyusoe passumue, pe-
3y/IbmamusHOCMb, 6U3Hec-npoyecc.

Bce 6inble komnaHili 8 csimi 38epmaromsb yBazy Ha couiasizayito c8o20 6I3HECY. B cyyacHUX yMoBax 07151 3aB0H0-
BaHHS1 NPUXU/ILHOCMI CRIOXUBAYIB akmUBHO20 MapKemuHay e He docmamHbO. IMIOX KOMMaHIi 3a/1eXums 8i0 moeo,
HacKi/ibKu 8ionosioasibHUM Y/1eHOM CYCIi/IbCmBa BOHa €, YU MiK/yeMbCS MPo OXOPOHY O0BKI/I/IS, npasa /OOUHU YCiX CO-
yiasibHUX 2pyrn Hace/leHHs1, PO3BUMOK mepumopiasibHoi 2poMadu, de (hyHKUioHye. Crioxusadi npagHyms rniompumysamu
6i3HEC, WO aKmUBHO BrPOBadXye KOPopamusHy Couia/ibHy 8i0n0BidasIbHICMb y CBOH Oisi/ibHICMb. OCKI/IbKU CyYacHi
YMOBU 20Cro0aproBaHHs1 BIOPI3HSHOMbLCS KPU30BUMU sIBULAMU B €KOHOMIUI ma HeCmabisibHICMIO, y NIGNPUEMCMB BUHU-
Kae numanHsi, SKUM YUHOM 30iliCHIoBamu 3ax00U 3 KopriopamusHOI coyjasibHoi 8iornosidaibHOCMI 8 ymoBax oeghiyumy
¢hiHaHCOBUX pecypcis ma Yu € BOHU O0Yi/IbHUMU. [Tocmae 3asdaHHs1 PO3POBKU meopemuyHoI KOHYenyii kopropamusHol
coyiasibHoi sionosioa/ibHOCMI, Wo sidrosioasna 6 nomo4YHUM yMosam. B crmammi nposedeHo aHasi3 limepamypHUX Oxe-
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e ma Bu3Ha4eHo, Wo BCi meopemuyHi Moxoodu 0o ghopMyBaHHSI cmpameaii KopriopamusHOI coyia/ibHOT BiONosioasibHOI
MOXHa oedHamu 8 maki KOHYenuii: iIHecmpymeHmasibHa KoHYenyis (crpsimosaHa Ha 00CSIi2HEHHST eKOHOMIYHUX yinell
yepe3 coyjasibHO 3Ha4YuMi 0if), nosimuyHa KoHyenyisi (chokycosaHa Ha 8idrnosioa/ibHoCMi BUKOPUCMaHHS Br/1UBY Ba20-
Mux 6i3Hec-2pasyis Ha rnonimuyHili apeHi), iHmezgpamusHa KoHUenyisi (opieHmosaHa Ha CyKyrnHi coyia/ibHi nompebu ma
Ix iHmeapayito 8 bizHec-npoyecu KoMnaHii), emuyHa KoHUenyisi (chokycosaHa Ha 0oyi/ibHUX 3ax00ax 07151 Q0CSI2HeHHS
€B8I00MO20 CyCriifibemBa). B yMoBax eKOHOMIYHOI Kpu3u HEOBXIOHO 30cepedumucsi Ha NMOEOHaHHI IHCMPYMEHMa/IbHO20
nioxody 3 iHmez2pamusHUM, WO Mae 6ymu 0oCsi2Hymo Ha npakmuyi 3a paxyHoK BrpOBadXXeHHs! KopropamusHOi co-
yiasibHOI 8idrnosidasibHocmi y Oisi/ibHicMb NIONPUEMCMB MaxkuM YUHOM, Wo6 3abe3neqyumu 00HOYaCHO i MOKPaUWEHHs!
iMiOXy nidnpuememsa, Wo Crnpu4yuHUMb MioBULYEeHHsT ¢hiHaHCoBUX pe3y/ibmamis (io2o disisibHoCMi, | MOX/IUBICMb CO-
yiasibHO 3Haqumux Oili, Wo cripusmume po3suUmKy cycnifiscmsa 8 Yi/loMy rpu iHmezpauyii MpuHyunis KopropamusHoi
coyjasibHoi BionosidasibHocmi 8 yci cgbepu disisibHocmi nidnpuemcmaa. [Jo mozo x npu ¢hopMysaHHI NosimuKuU Kopriopa-
MUBHOI coyiasibHOI BION0BIOa/IbHOCMI HEOOXIOHO MpagHymu He Mijibku 00 MakcumMisayii npubymky ma iHWux ¢hiHaHco-
BUX IHOUKamopiB, a U 00 3abe3rneyeHHs1 Yi/Ib0BO20 PiBHS MOKA3HUKIB pe3y/ibmamusHOCMI, WO Xxapakmepusyromb Pi3Hi
acriekmu 9disi/ibHocmi niorpuemMemsa. 3anporioHoBaHa 8 cmammi KOHUENUYisi pe3y/ibmamusHOCMi BUPILLYE i 3aB0aHHSI
ma cripusimume nidBULEHHIO KOHKYPEHMOCPOMOXHOCMI 6i3HECY ma (1020 cma/ioMy PO3BUMKY.

Kntodosi cnosa: koprnopamusHa coyiasibHa Bi0nosidasbHicmb, KOMMaHis, KOHYenyisi, cmasauli po38UMOok,

pe3ysibmamusHicMb, Gi3HeC-Mpoyec.

Formulation of the problem. The practical
implementation of corporate social responsibility
(CSR) in the company’s activities implies the need
of development a scientific basis, a conceptual
approach to CSR that meets the current business
conditions. In the time of economic crisis it is nec-
essary to introduce CSR in the activities of enter-
prises in a such way as to ensure both improving
the image of the enterprise, which will increase
its financial performance and other performance
indicators, and the possibility of socially significant
actions that will promote society as a whole.

Analysis of recent research and publica-
tions. The analysis of literature sources showed
a variety of theoretical approaches to the proce-
dure and basic provisions for the implementation
of CSR. Thus, Baiura D. distinguishes open and
closed models of CSR. Under the open model of
CSR, corporations take independent responsibil-
ity for solving problems that occur in society and
integrate CSR into the overall strategy of the com-
pany. The closed model of CSR presupposes the
existence of formal and informal institutions in the
country, through which the responsibility of compa-
nies for public interests is agreed with business rep-
resentatives and their observance is ensured [1].
Also the main motivation that makes companies to
implement CSR actions in their activities is import-
ant in defining the concept of CSR. There are two
types of motives: motives aimed at creating value
and motives aimed at satisfying stakeholders. In
addition, the orientation of the enterprise can be
selfish and strategic. A value-oriented organization
assumes participation in CSR because of ethical,
moral, and social ideals. Consumers believe that
the company is altruistic, sincere; its activities are
based on benevolent intentions. It leads to their
positive attitude. Instead, consumers react nega-
tively when they notice that the CSR actions of the
company are caused by selfish reasons (to gain
publicity) or the desire to satisfy stakeholders [2—-4].
We can also consider CSR as a powerful marketing
tool and competitive advantage. An effective policy

of CSR promoting is involving people in this activity
so that they can feel an important part of the pro-
cess. In addition, the reputation of the company is
a key asset for its profitability. Much attention has
been paid to customer satisfaction and customer
service issues, including environmental issues last
time. It creates a responsible and ethical business
profile, which helps increase moral values while
increasing corporate sales [5]. So CSR can directly
influence the promotion of the company’s products
on the market but also requires the development
of certain marketing activities aimed at promoting
socially oriented activities of the company so that
they will not be unnoticed and have an impact on
improving its image. Summarizing the works of
Secchi D., Garriga E., Mele D. and Ismail M. we
can highlight the following CSR concepts [6-8].
The instrumental concept of CSR considers the
corporation primarily as a component of the over-
all economic system, the purpose of which is to
make a profit. It has a positive impact on both the
well-being of the company’s owners and the econ-
omy as a whole by creating new jobs and paying
taxes. The company’s social actions and costs
are perceived purely as investments in improving
the image and strengthening competitive posi-
tions. Without the prospect of increasing profits, it
is impractical to implement CSR in the company
activities. The policy concept views CSR action as
a tool to strengthen the corporation’s public posi-
tion. The company becomes a powerful player in
the political arena and can influence public opin-
ion and cooperate with the authorities for their own
interests through its promotion. The integrative
concept envisages the integration of CSR into the
corporation’s activities on a permanent basis. The
company constantly responds to the demands and
problems of society due to the mechanism built
into its business processes. This ensures a good
relationship with society with effective organization
and cost management. According to the ethical
concept, the company must carry out its activities
in accordance with the norms of ethics and morality
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Table 1

Integration of CSR in all areas of the enterprise in accordance with the performance concept

Aspect of CSR
implementation
in the enterprise
activity

The main areas of enterprise activity

Internal business
processes

Marketing
activities and
interaction with
customers

Personnel
development and
management

Finances

The main tasks

Minimization of
resource losses by
ensuring quality,
timely, socially,
environmentally and
ethically responsible
implementation

of all business
processes in the
enterprise

Increasing the
competitiveness
and improving

the image of the
enterprise through
responsibility

to consumers,
ensuring their rights
and preventing
manifestations of
unfair competition

Providing the company

with loyal professional
staff through
responsibility to
employees, realization
of opportunities

for development

and professional
realization of all
groups of personnel of
the enterprise

Increasing the
investment
attractiveness of
the enterprise by
maximizing the
company’s profit,
its capitalization
and the well-being
of owners and
investors

Fundamentals of

Integration quality
control into all
business processes
and compliance

Manufacturing of
products at a quality
corresponding to
their price, providing
consumers with
truthful information
about the products
and activities of

Observance of
workers’ rights, human
rights and labor
protection norms,
ensuring decent
wages, continuous
training and career

Transparency of
reporting, legitimacy
of profit, adherence
to the principles

of corporate
governance and

Integration with the principles  |the enterprise, mﬂgggg&%néf responsibility to the
of CkSIiQ in every tlmﬁly_ response management owners, mvbeistmg
noTpIEes transparent . |Innovations, development of the

competition prevention of any enterprise
revention of manifestations of
p - ; discrimination
industrial espionage
Attracting a stable ; -
Performance Stable, loyal consumers, Ensuring the target Obtaining the

of the activity
area through the
introduction of
CSR

uninterrupted,
efficient execution
of internal business
processes of the
enterprise

ensuring the
popularity of the
enterprise, a
positive image of
the enterprise

level of productivity,
staff turnover;

high level of labor
discipline; innovative
activity of employees

target level of profit,
profitability, financial
stability; ensuring
the target level of
stock quotations

CSR performance

Execution of all
business processes
in accordance with
the principles of
CSR; ensuring the
quality of processes
and operations;
minimization of
costs associated
with shortages,
inconsistencies in
quality, violations

of the law, damage
to the environment;
unification and
transparency of
business processes
within the enterprise

Awareness of
consumers and
society about the
social responsibility
of the enterprise;
creating the image
of an organization
that cares about
consumers, the
region where it
operates, society as
a whole; awareness
of the general public
about CSR actions
at the enterprise;
increasing the
popularity and
establishing
interaction with local
authorities; ensuring
the support of the
population and local
communities

Increasing corporate
awareness and
employee loyalty;
development of
intangible incentives;
creating a favorable
corporate climate, a
sense of employee
involvement in the
overall result; well-
established interaction
and teamwork
between employees;
certification training

Loyalty of investors
and creditors to
the enterprise,

the possibility of
obtaining financing
on favorable

terms; obtaining
targeted profits from
activities based

on the principles

of compliance

with legislation,
ethics and morality;
providing financial
opportunities to
implement CSR
activities and
charitable activities
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and support them in society. This contributes to the
creation of a stable civil society, and consequently
to the sustainable development of the economic
system as a whole and the individual enterprise.

Selection of previously unsolved parts of
the overall problem. However, these concepts
cannot be applied in practice in the form proposed
by scientists and need adaptation to current eco-
nomic conditions, which on the one hand are char-
acterized by lack of financial resources and eco-
nomic instability, and on the other hand by further
promotion of social business in the world. There is
a need to develop a concept that would ensure the
effectiveness of the enterprise while improving its
image through CSR.

Setting objectives. The purpose of the article
is developing a modern concept of CSR, which
would meet the possibilities of implementing CSR
in the activities of the enterprise in crisis conditions
and ensure its sustainable development.

Presentation of the main research material.
In the crisis conditions in the economy, reduction
of purchasing power and deficit of resources of the
enterprise, more attention is paid to the instrumen-
tal concept of CSR, as their current main goal is the
survival of the enterprise and its financial well-be-
ing. However, the instrumental concept in the form
presented in scientific publications now is ineffec-
tive as it takes into account only the financial result
and capital gains as an indicator of the effective-
ness of CSR. Financial indicators by their nature
are retrospective and reflect the performance of the
enterprise over the past period. It is impossible to

establish performance indicators only in the finan-
cial area today, because they summarize the effec-
tiveness of marketing activities, interaction with
customers, the effectiveness of personnel man-
agement and development, and the organization of
internal business processes. In our opinion, CSR
in its instrumental sense should ensure the perfor-
mance of a set of indicators based on the balanced
score system by D. Norton and R. Kaplan [9]. So,
CSR should be introduced into the overall strat-
egy of the enterprise, supporting the probability of
fulfillment of key performance indicators of man-
agement, marketing, manufacturing activity of the
enterprise and the achievement of its target finan-
cial indicators. It can be ensured by the application
of the integrative concept of CSR in the relevant
areas. CSR should be integrated not only into the
internal business processes of the enterprise but
also into its interaction with customers, the market,
other stakeholders and staff development. Table
1 shows the basics of CSR integration in various
areas of the enterprise in accordance with the pro-
posed performance concept of CSR.

The logical sequence of implementation of the
performance concept of CSR in the enterprise can
be represented in the form of a diagram shown in
Figure 1.

The proposed performance concept of CSR
represents development and combination of instru-
mental and integrative concepts. Its difference is to
expand the scope of evaluation of the enterprise
performance, taking into account not only financial
indicators but also indicators of effectiveness of

Performance concept of CSR

Integration of CSR into the overall strategy of the enterprise

v

v

Integration of CSR
into marketing activities
and interaction with

Integration of CSR
into internal business
processes of the

Integration of CSR
into personnel
development and

consumers and enterprise management
competitors

Ensuring the target level of performance indicators for the implementation of CSR
in each area of the enterprise

Ensuring the target level of profit and other financial performance indicators

Implementation of CSR actions and improvement of the company's image, its
sustainable development and individual business goals

Figure 1. The sequence of implementation
of the performance concept of CSR in the enterprise
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marketing activities, management and staff develop-
ment, internal business processes. Also in contrast
to the integrative concept, the performance concept
involves the integration of CSR not only into the
internal business processes of the enterprise, but
also in other areas of activity, as well as assessing
the effectiveness of such integration in each area.

Conclusions. The proposed concept will allow
companies during the economic crisis to improve
their popularity and competitiveness by creating a
favorable image of a socially responsible company,
ensuring consumer loyalty with the target level of
performance, monitoring the effectiveness of CSR
not only for financial results but also for other areas.
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